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A New
Frontier

Female Entrepreneurs

n 2014, the Asian Development Bank revealed only 20% of women in
South East Asia (SEA) are in non-agricultural employment and nearly
50% are informally employed. On investigation, we discovered there
was very little research that could provide us with any further
information to support our hypothesis that

...digital convergence and an emerging
generation of entrepreneurs across the
sub region are changing the shape of
traditional roles and responsibilities
for women.
We wanted to establish an informed position to help brands develop
more effective marketing strategies, and more importantly, uncover
opportunities for our industry to become more supportive advocates
for women in rural and urban communities. Our subsequent research
will reveal that it is these women that are at the forefront of sub
regional ecommerce today.
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ven in digital marketing, human relationships matter,
whether you are an ecommerce business in Indonesia
or an auto dealership in Mumbai.
2016 will be very much about redefining digital
relationships, with the hopes of helping brands reach their
audiences in more impactful ways. Improving the
consumer experience is critical—this is our focus in the
products we are developing and the solutions we are
creating. It is a social and moral responsibility we all share.
We hope this research moves us closer to achieving
this goal.
We understand that content and technology can be
drivers of these powerful conversations.

Ruth Stubbs

iProspect CEO, Asia Pacific

he changes we have seen and measured in ecommerce
adoption not only mark a positive change in this region,
but also a change to be positively encouraged.
This growing movement towards online selling, led by
women, not only empowers women to have a voice in how
they run their lives but ultimately a much wider and
positive impact on local economies and communities.

Marie Gruy

Carat Head of Research, Asia Paific
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Improving infrastructure
and access to technology and
tools has changed the rules
for many women in South
East Asia.

sing Dentsu Aegis Network’s Consumer
Connections System (CCS), we posed specific
questions to a panel of over 200,000 people, with
a goal to better understand what is influencing
decision making when it comes to purchasing
online and and ascertain the best available
opportunities for us to connect.
Our findings confirmed our suspicions that women
are central to the growth of ecommerce in this sub
region and that ecommerce among a growing
number of demographics is booming.

The implications of which will shift the paradigm
for digital marketers as it pertains to ecommerce
for this part of the world, which still supports a very
traditional marketing landscape.

We interpreted several economic and social
implications as a direct impact of these findings,
the most obvious being directly related to access
to technology.
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Of women across South East Asia
are self-employed.

We confirmed our hypothesis with our research.
Using CCS we identified an increasing trend
towards women choosing self-employment over
a traditional working lifestyle. This trend was
particularly true among women.

36% of women across South East Asia are
self-employed (running their own businesses).
This prompted us to investigate further
developments across this growing small to
medium enterprise (SME) segment.

CCS Entrepreneurial
E-commerce Study

It is no secret
ecommerce is
booming in this
region—driven by
buyers. However, our
study reveals many
women are unlocking
new income
potential through
selling.

This study consisted of a ten minute survey across
the field work period of August 18-28, 2015.
Covering both buyers and sellers, we believe this is
the most robust and recent study of its kind on this
segment.
We interviewed over one thousand people (1,019)
across Indonesia (319), Thailand (350) and the
Philippines (350). We were looking for insights that
would add context and direction pertaining to
device usage, selling categories, site preferences,
income, payment methods and general motivations.
We subsequently identified a significant cultural
shift in attitude to employment. We found
women who were previously employed in
traditional roles in rural and urban markets, opting
for less conventional roles as ecommerce moves
into the mainstream.
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47%
30%
55%

We can extrapolate from our research that 47% of all
online women across these markets are sellers. This
equates to 33 million women who opted in as a seller
across Indonesia, Thailand and Philippines in 2015.

We found 30% of all online sellers sell enough to earn
a weekly income.

The scale of this discovery is immense. For example,
55% of online women are trading as merchants from
their homes in Indonesia today. In raw numbers, this is
a community the size of the Netherlands!

Selling at Scale:
Positive Social Implications.
We can conclude that selling through digital channels
to supplement income has created a new
socio-economic profile due in part to the sheer scale
of the activity.
In fact, many of the women we spoke to in face-to-face
interviews told us that selling online has brought them
a new confidence and sense of achievement.
We heard first-hand accounts of how the experience
and success women have achieved from selling online
has enhanced their independence and improved their
quality of life.
Millennials, who make up the majority of these women,
feel they are contributing in a valuable way to their
families and communities.
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ncome

Opportunities

The volume of reported online selling income validates the increase in
women choosing to supplement their traditional income.
Thai sellers reported they could earn up to 20 times the national average
income (for the same demographic group), with the highest single sale
reported in the Philippines.
Unsurprisingly today, the majority of sellers’ income is generated through
apparel and cosmetics—both homemade and resale.

Clothing and
Accessories

PH: 46% | ID: 43% | TH: 39%

Cosmetics,
Personal Care

TH: 32% | PH: 18% | ID: 11%

Appliances,
Electronics

PH: 20% | ID: 19% | TH: 12%
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Philippines
Up to USD793
(130% of the
average of
$600)

Thailand
Up to USD482
(160% of the
average of
$300)

Indonesia
Up to USD231
(33% of the
average of
$700)

Female Entrepreneurs

Buyers

more frequently access
a greater variety of content verticals with
specific relevance (versus general sites),
particularly aggregators and social sites. They
look for functionality that is easy to use and
conveniently located.
Facebook is included in 67% of preferences
made by Indonesia’s buyers, who preferred
social platforms. Lazada represents the most
preferred buying platform among aggregators,
providing store access to 80% of Indonesian
buyers.

Sellers

similarly seek relevant
content and quick and easy functionality (that
will resonate with potential customers). Reach
and cost of access is critical, so they gravitate
to more P2P sites (as well as social platforms).
We see P2P platforms dominating a seller’s
portfolio.
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Buyers
Cash on delivery, in bank transfer, credit card and 3rd party (PayPal and Alipay) represent the broad range of
transaction today.

PH: 65%
TH: 34%
ID: 33%

TH: 64%
ID: 62%
PH: 23%

Cash on Delivery

In Bank Transfer

TH: 39%
ID: 31%
PH: 30%
Credit Card

ID: 41%
PH: 37%
TH: 34%
3rd Party

Sellers
Although security is a key consideration, we still found the convenience of online transactions was a growing
preference. In addition to PayPal, local sites like Doku were mentioned. Doku is a dominant payment site and
a home grown alternative to the international solutions.

PH: 66%
TH: 37%
ID: 32%

TH: 68%
ID: 64%
PH: 27%

Cash on Delivery

In Bank Transfer

TH: 42%
ID: 33%
PH: 30%
Credit Card
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ID: 42%
PH: 39%
TH: 37%
3rd Party
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Through our research we can conclude there is
a growing movement towards online selling, led by
women. Sellers, online vendors and buyers are
aligning to empower women to use their collective
voice to change their own lives, improve local
economies, support wider communities, increase
personal income status and make locally produced
goods more widely available across borders.

Key Findings
Asia’s emerging marketplace is extremely convergent.
Our findings point to several key trends that are fueling
the growth. The developed use of mobile and social
commerce, most pronounced among millenials, is
driving uptake from all corners. Simple navigation and
easy transactions will continue to be crucial in driving
scale.
In a region where cash on delivery is a real motivator,
there is an increasing opportunity to address security
fears through partnerships with established
payment platforms such as PayPal and AliPay.
Convenience is the single biggest influencer in the
overwhelming drive towards aggregator sites and their
critical role in ecommerce in this region. Mobile content
optimisation is a key element in any transaction.
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Ultimately, this research has
helped us prioritise opportunities
for our clients and our own business
development cycles. With such little available research in the
region truly exploring the evolution of real people in the face
of technology proliferation, we had to see for ourselves.
To maximise this opportunity for marketers, it is critical to ensure all subsequent communication adheres to
a strategy that prioritises recency and maps to identifiable purchase cycles, such that we have identified in
this research.

Our Conclusion
We believe the critical, time sensitive
areas that need addressing fall into
three pillars:

Marketers have an opportunity to start planning
new, more effective conversations by using the
findings from this research as a foundation.
Even though this is a preliminary view, we are still
able to size the opportunity, remodel media mix
recommendations and address strategic
implications of message delivery and fulfilment.

1. Content Partnerships
Commercial terms, content & the role of each
device

There are businesses that are actively addressing
this shift as they recognise the future implications
to their businesses.

2. Site Navigation
The role of deep links, search and user pathway

3. Verticals

Our goal is to work with brands to support these
women by providing access to tools, connections
and commercial infrastructure that will allow them
to thrive as businesses, be rewarded as buyers and
continue to remain empowered entrepreneurs.

Messaging, technology infrastructure and cross
device optimisation
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About CCS

A P P

The Consumer Connection System (CCS) is
a proprietary tool built for the Dentsu Aegis
Network, its brands and client partners. It is an
annual consumer panel conducted across all
markets around the globe. In APAC, it scales
across 200,000+ respondents. This latest
panel survey focused solely on 1,000+ female
online sellers in Thailand, Indonesia and
the Philippines.

E N D
I X

About iProspect
Founded in 1996 as a specialist Search agency in
the US, iProspect has evolved to dominate the
global digital performance marketing space, driving
digital performance for clients through Paid &
Natural Search, Performance Display, Affiliate
Marketing, Mobile, Paid Social, Social Media
Management, Content, Lead Generation, Analytics
and Conversion Rate Optimisation. The iProspect
team stretches across 51 countries with 74 offices
and over 3,000 employees and works with some
of the world’s leading advertisers including adidas,
American Express, Burberry, Disney, General
Motors, Hilton, Shangri-La Hotels & Resorts
& Paypal. iProspect is wholly owned by Dentsu
Aegis Network, having been acquired as part of
Aegis Media in 2013.
Visit our website www.iprospect.com or follow us
on Twitter @iProspect
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